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Refrigeration: More than just a chill factor  
Taking a high-tech approach�  t
The term ‘refrigeration estate’ covers how refrigeration 
affects the whole-store environment – in retail, it refers 
to the store or the organisation’s entire cooling, freezing 
and cold storage assets across all locations, from energy 
consumption and risk management to the broader 
consumer experience. Managing a refrigeration estate 
is a massive undertaking that must balance data and 
maintenance, sustainability, energy management, com
pliance and food safety. 

How refrigeration shapes  
the shopper retail experience�  t
Shoppers respond to a combination of visual, sensory and 
environmental cues that influence comfort, perception 
and purchasing behaviour. Traditionally viewed as a func
tional necessity for preserving products, refrigeration 
has evolved into a critical element of modern retail 
design and customer engagement. It plays a direct role 
in maintaining shopper comfort, supporting product 
presentation and reinforcing perceptions of freshness 
and quality. Inconsistent cooling, poor airflow or uncom
fortable store temperatures can negatively affect the 
shopping experience and influence how customers 
perceive both product quality and the store itself.

Finance, insurance & related technology�  t
FMCG retailers and wholesalers 
can build the foundations of their 
businesses as fintech innovation, 
new insurance products and AI-
driven technology platforms 
are reshaping the financial and 
insurance infrastructure available 
to all formats of FMCG retailers 
and wholesalers, and their 
customers. 

Electronic shelf labels & automation�  t
After an original slow start, it’s clear that ESL is 
increasingly finding mainstream support among South 
African retailers. Critical forces are starting to align, such 
as proof of ROI, lower cost per label, increases in labour 
cost pressures and better systems integration. 

Value & innovation in SA’s dairy aisle�  t
Dairy has evolved into a dynamic retail space shaped 
by affordability, nutrition, convenience, innovation and 
changing consumer lifestyles.
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Fuel convenience: Fuel, food … and family time �  t
TotalEnergies Alzu Petroport and Astron Energy Milly’s, 
sit comfortably along the same stretch of the N4 North, 
both roughly 90 minutes to two hours outside Johan
nesburg. Alzu overlooks wildlife roaming freely below 
the banks. The site allows multiple retail experiences 
to co-exist comfortably. Milly’s is positioned alongside 
a dam stocked with trout. The iconic thatched-roof 
buildings anchor the entire experience, giving Milly’s 
a rare sense of permanence  
in modern roadside retail.
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•  Quick and easy convenience

•  Made with quality chicken

•  Perfectly seasoned  and smoked

•  Ideal for meals or sharing
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https://www.astralchicken.com/recipes/spicy-russian-white-bean-kale-stew/



Your issue leans heavily into 
something retailers are 

being forced to understand more 
deeply: people no longer shop 
purely for products. They shop 
for reassurance, comfort, effici
ency, memory, and inreasingly, 
experience. I pulled those 
threads together for your intro 
and kept it in your more conver
sational business voice.

For years, retail competed on product, price and 
location. Those fundamentals still matter, of course, but 
as this issue quietly reveals across multiple categories, 
the modern customer experience has become far more 
emotional, sensory and operationally interconnected than 
many retailers perhaps realise. 

It starts in places we often overlook.
Take refrigeration. Once viewed purely as operational 

infrastructure, it now directly shapes shopper perception. 
Temperature, airflow, lighting, visibility and presentation 
influence how customers interpret freshness, quality and 
trust before they even look at a price ticket. A cool, well-
lit fresh department does more than preserve product; 
it affects dwell time, comfort and purchasing behaviour. 
In physical retail, atmosphere has become part of the 
sale.

That same idea carries strongly into this month’s 
fuel convenience feature. What stood out in both Alzu 
Petroport and Milly’s was not simply the efficiency of the 
forecourt offer, but the deliberate creation of pause. One 
site uses wildlife, novelty and entertainment to encourage 
customers to stay longer. The other leans into familiarity, 
tradition and comfort. Both understand something 
important: customers are increasingly rewarding environ
ments that make them feel something.

And perhaps that is the larger shift taking place across 
retail right now.

Technology continues to accelerate rapidly in the 
background. Smart refrigeration systems are becoming 
more connected and energy efficient. Cash automation 
is reducing pressure on staff while improving visibility 
and security from till point to bank. Fintech solutions are 
opening access to funding and financial tools for retailers 
previously excluded from traditional systems. Retailers 
are no longer simply merchants. In many communities, 
they are becoming service platforms, financial access 
points and experience hubs simultaneously.

Yet for all the advancements in AI, automation and 
operational efficiency, the human element still matters 
deeply. Customers still remember trout pies from family 
road trips. They still stop for good coffee, a clean environ
ment, a sense of safety, or simply because a space allows 
them to breathe for a moment before continuing their 
journey.

Retail may be evolving technologically, but at its core,  
it remains profoundly human.
Enjoy the issue.

Helen Maister
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Where convenience 
meets connection







FUEL CONVENIENCE

Fuel, food …  
and family time 
What would make 
you consider driving 
your family to a petrol 
station for a day out?

By Muneeba Jaffar

Recent travels along the N4 North led to two stops: 
TotalEnergies Alzu Petroport and Astron Energy 

Milly’s. Sitting comfortably along the same stretch of 
road, the sites are close enough that I stopped at Alzu 
on the way up and Milly’s on the return journey – both 
roughly 90 minutes to two hours outside Johannesburg.

And both are far more than average.

TotalEnergies Alzu Petroport
At Alzu, the experience begins before you even step inside. 
This must be the only stop where the bathrooms overlook 
wildlife roaming freely below the banks. It’s unexpected. 
Slightly surreal. And immediately memorable.

The site is designed in a way that allows multiple 
retail experiences to co-exist comfortably. There are 
two convenience stores, and while they technically fulfil 
similar needs, their positioning suggests different shopper 
missions.

At the top of the site, alongside the forecourt servicing 
passenger vehicles, sits the Bonjour convenience store 
paired with Mugg & Bean. At the opposite end is Alzu 
Express, accompanied by an Illy’s-to-Go offering, 
positioned closer to the bus parking area. Truck parking, 
notably, is separated from the bustle entirely.

The atmosphere that the entire Alzu site 
creates is almost unmatched and caters 
to many customers and travellers.

The planning feels intentional. Not just operationally, 
but behaviourally.

The Bonjour store was particularly fascinating. It’s 
the only convenience store I’ve encountered selling 
pelts alongside traditional c-store merchandise. Biltong 
is a major feature across the site, available at multiple 
touchpoints, and the surrounding farm-style elements 
make the retail experience feel more authentic.

Inside Mugg & Bean, customers can order from the full 
beverage menu, browse confectionery, or grab something 
quick from the Country Pie warmer. The range accommo
dates multiple shopper missions comfortably and from  
a proper coffee stop to a simple sandwich on the road.

One detail I didn’t expect? A wide selection of paper
back magazines and road map books still occupying 
meaningful shelf space. In a world dominated by data 
bundles and digital navigation, it felt like a reminder  
of road trips before everything became digital.

Alzu Express takes a different approach altogether. Local 
vendors are far more prominent here, giving the space  
a farmstall sensibility while still delivering the core con
venience essentials travellers expect. It creates a stronger 
sense of place, a reminder that roadside retail can still feel 
connected to local businesses and community identity.

And then there’s the sheer abundance of choice.
The site also includes SPUR, KFC, Kauai, Farmers 

Bistro, a Hotdog Hut, a Country and Outdoor clothing 
and décor store, and a play area for younger children.

The site is designed in 
a way that allows multiple 
retail experiences to 
co-exist comfortably. 

The food and retail 
choices can extend 
your break period.
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www.astralchicken.com/recipes/chicken-and-potatoes-with-garlic-parmesan-sauce/

The KFC, in my view, has the most interesting location 
on the property. One entrance connects directly to the 
bus parking area, while the drive-through runs parallel to 
the fence separating customers from the wildlife reserve.

How often do you get to game watch while placing 
your fast-food order from your car? And perhaps that’s 
the bigger question Alzu raises for the industry. What 
emotion is the team tapping into by positioning wildlife 
so closely to the retail experience?

Because what’s being offered here isn’t simply food, 
fuel, or convenience. It’s pause. Novelty. Escape. The 
opportunity to step out of the car, breathe deeply, sit 
outdoors, and reconnect with nature; all without the 
barrier of booking a game drive or planning a destination 
experience.

In a retail environment where so many forecourts 
compete on efficiency, Alzu competes on experience and 
memory. And customers seem willing to stop for much 
longer because of it.

The store’s 
product range 
combines the 
basics with 
animal hides 
and biltong. 

Low shelving allows 
for the complete store 
to be seen.

The 
Bonjour 
store

The store has a large selection of paperback magazines and road map books.

A basic sandwich range is also an available offer.

There’s a fair  
amount of animation  
on the shop floor  
from the Biltong Bar,  
the Self Serve Pie warmer 
to the Slushie Machine.

The store caters to  
the basic c-store range  

along with a small Biltong Bar  
and prepacked meals. 

The fresh, served area is 
positioned towards the back of 
the store allowing customers to 
walk through the store.

There is  
a frozen prepacked  

vacuum sealed meat 
Ready to Braai range.

It has a good selection of small 
business brands on offer.

AFRICA’S #1 HIGH pH
WATER IS NOW AVAILABLE
FOR YOUR STORES
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Alzu Express 
c-store

The KFC operational efficiencies ensures 
that travellers move quickly through the QSR 
while it’s Drive Thru placement allows for  
a different kind of experience.

KFC Drive Thru










